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Abstract 
This study aims to determine the role of product knowledge and subjective norms in influencing the brush and 
intention of informal workers to become BPJS Ketenagakerjaan participants in Denpasar City. The research 
sample was 188 respondents, taken using Purposive Sampling techniques, with the criteria of respondents 
namely informal sector workers, especially those who worked as traders, fishermen, laborers, and transportation 
services, who were in Denpasar City. Data is processed using Partial Least Square (PLS) analysis techniques 
with the help of SmartPLS 3. The results of the study show that (1) Product knowledge has a positive and 
significant effect on the attitude of informal workers, (2) Product knowledge has a positive and significant effect 
on the intention to become BPJS Ketenagakerjaan participants, (3) Attitudes have a positive and significant 
effect on the intention to be a participant, and (4) Subjective norms have a positive and significant effect on the 
intention to become a participant.      
Keywords: product knowledge, subjective norms, attitude of informal workers, and intentions of informal 
workers 
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1. Introduction 
Urbanization is one factor that causes high population density. The high flow of urbanization to Bali, especially 
to Denpasar is influenced by factors of customs and culture and a good level of security. The urbanization 
consists of various ethnicities and religions with various interests with the aim of getting a better life. The level 
of urbanization of the population is increasingly high and can even be said to have exceeded the capacity of 
carrying capacity in the area they are heading to (Enter, 2010).  
Denpasar was used as the location of the study to find out the intentions of BPU Workers to become participants 
in the BPJS Ketenagakerjaan. Denpasar is a city of the Province of Bali and has a high population density. 
Denpasar City's population growth per year reaches four percent. The population of Denpasar has reached 
788,000 more people, with a population density of 5,600 per square kilometer. This shows a high density level 
(Asmara, 2014). Nearly 35% of the population is in Denpasar City and 65% is spread in 8 regencies in Bali 
Province. This high population density level gives a high percentage of BPU Workers in Denpasar City 
Previous research on determining the intention of a consumer to buy a product is determined by several 
variables. Like Zhu's (2004) study, when consumers choose a product, they usually use their understanding of the 
product to conduct an evaluation. This evaluation affects the processes, attitudes and quantity of consumers in 
information seeking. Different levels of knowledge can determine consumer purchasing decisions and indirectly 
affect their purchase intentions. Zhang (2007) in his research found that a decisive attitude in determining 
decision choices. Attitudes in decision making are influenced by variables related to the intention of the product 
purchased. Whereas Budiman and Wijaya (2014) stated that buying intention was influenced by high and low 
subjective norms, consumers with low subjective norm influences had low buying intention while high 
subjective norm influences had high buying intention.  
 
2. Literature Review 
This research model adopts the basic concept of TRA (Theory of Reasoned Action) which states that intention to 
behave (Intention to Behavior) is very dependent on attitude (attitude) and subjective norms of behavior. The 
basic concept of TRA was then modified by combining the research model that was replicated from the research 
of Wang et al. (2013), where one of them examined the direct effect of product knowledge variables on attitudes 
and intentions. Based on this, this study has four variables consisting of two dependent variables, namely the 
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attitude to become a participant BPJS Ketenagakerjaan (Y1) and the intention to become a BPJS 
Ketenagakerjaan (Y2) participant, as well as an independent variable consisting of two variables, namely BPJS 
Ketenagakerjaan product knowledge (X1), and subjective norms (X2), so that the conceptual framework can be 
arranged as follows: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. Framework 
 
2.2 Applications of HMS 
Attitudes are influenced significantly and positively by subjective knowledge. Haryanto (2014) who examined 
the effect of ecological knowledge and product attributes (functional and emotional attributes) on attitudes and 
intentions to buy products, found that attitudes toward green products were positively influenced by ecological 
knowledge. Ong et al. (2014) in their study found that knowledge of food and health, and knowledge of product 
efficacy had a significant positive impact on attitudes toward functional foods, which in turn affected the 
frequency of purchases. 
H1: Product knowledge has a significant positive effect on the attitude of informal workers to BPJS 
Ketenagakerjaan 
Knowledge of consumer products will distinguish simple and complex information to determine purchase 
intentions. Lin and Chen (2006) in their study also found that product knowledge significantly affected consumer 
buying intentions. Haryanto (2013) in his research on environmentally friendly products found that the intention 
to buy products can be increased through the development of a positive attitude towards the product. While a 
positive attitude is enhanced through increasing stimulus that can increase knowledge about the product. 
H2: Product knowledge has a significant positive effect on the intention of informal workers to become BPJS 
Ketenagakerjaan participants 
Coleman et al. (2011) about the intention to purchase environmentally friendly products stating that attitude in 
the form of initiative and commitment influences intention in purchasing products and convenience for 
consumers is very important. Velasquez (2012) found that the accessibility of a product affects attitudes that 
influence purchase intention. The attitude of a consumer about the market is a significant extension of TRA. 
Den's brand reputation also influences purchasing behavior (Chu et al., 2005). 
H3: Attitudes have a significant positive effect on the intention of informal workers to become participants in the 
BPJS Ketenagakerjaan 
The influence of subjective norms can come from groups of people around consumers, both family and friends. 
Engle et al. (2010) in his research in 12 countries showed that all countries stated that subjective norms were 
predictors for determining purchase intentions. Consumers will learn a lot from the behavior of others including 
friends, friends, groups and families. They have the ability to influence through encouragement and support to 
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consumers who think their opinions are important. 
H4: Subjective norms have a significant positive effect on the intention of informal workers to become 
participants in the BPJS Ketenagakerjaan    
 
3. Methods 
This study took place in Denpasar City due to economic developments in the last three years and the population 
density at this location. The population of Denpasar has reached 788,000 more people, with a population density 
of 5,600 per square kilometer. This shows a high level of population density (Asmara, 2014). Nearly 35% of the 
population is in Denpasar City and 65% is spread in 8 regencies in Bali Province. This high level of population 
density provides a high percentage of informal workers in the city of Denpasar. In addition, Denpasar is a region 
with a lot of employment, so it is easier to find informal sector workers who were sampled in this study. The 
sample is focused on informal sector workers who work as traders, fishermen, laborers, and transportation 
services. Because the informal sector workforce with this type of work is enough to describe the informal sector 
workforce in Denpasar. The population of this study is focused on informal workers in the work area of the BPJS 
Ketenagakerjaan Office in Bali, Denpasar City. 
The research variables along with their respective indicators are presented in Table 1. The sample is 188 informal 
workers, consisting of workers. To test the hypothesis and produce a model that is fit (fit), the data is processed 
using Partial Least Square (PLS). The structural model or inner model is evaluated by looking at the percentage 
of variance described, namely by looking at R2 (R-square exogenous variables) for the latent dependent 
construct using the Stone-Geisser Q Square test and seeing the magnitude of the structural path coefficient. 
These estimates and stability are evaluated using the statistical t-test obtained through the bootstrapping 
procedure. 
 
4. Result 
Partial Least Square (PLS) shows all indicator values can form variables. All indicators of product knowledge 
variables have a value greater than 0.5, from all indicators of variable knowledge of product indicator places to 
obtain products (X1.6) has the highest value of loading factor which is equal to 0.880. For subjective norm 
variables, all indicators show values above 0.5, from all indicators of subjective norm variables, indicators of 
friend opinion (X2.2) have the highest value of loading factor which is equal to 0.901. 
Goodness of fit structural models on the inner model are tested using values predictive - relevance (Q2). 
Q² = 1 - (1 - R1²) (1 - R2²) 
Q² = 1 - (1- 0,582) (1 - 0,709) 
Q² = 1 - ( 0,418) ( 0,291) 
Q² = 0,8784 
The above results show predictive - relevance value of 0.8784, this value is> 0. So that it can be interpreted that 
87.84% of the variation in the outgoing intense variables is explained by the variables used in the model. The 
remaining 12.16% is explained by other factors outside the model. With this result, it can be concluded that this 
model has relevant predictive values. 
 
4.1 Product Knowledge on the Attitudes of Informal Workers 
Product knowledge has a positive and significant effect on the attitude of informal workers to become 
participants in the BPJS Ketenagakerjaan accepted. That is, the higher the knowledge of BPJS Ketenagakerjaan 
products by informal workers, the better the attitude of informal workers to BPJS Ketenagakerjaan, and vice 
versa. 
The highest outer loading value of the product knowledge variable is indicated by the place indicator to obtain 
the product with a value of 0.880. This shows that the higher the level of knowledge about the place to obtain 
BPJS Ketenagakerjaan products will influence the attitude of informal workers who are increasingly positive 
towards BPJS Ketenagakerjaan. 
This result is in accordance with the research conducted by Kusuma and Untarini (2014) which states that 
product knowledge has a positive and significant influence on consumer attitudes. Subjectively, knowledge of 
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product attributes is closely related to self-confidence, confidence, and familiarity with the product. As for 
objective knowledge, the respondent knows correctly the information about the brand, features, durability, and 
warranty that the product has. The results of this study are also in accordance with Putri's research (2012) which 
states that product knowledge has a positive and significant effect on consumer attitudes. Haryanto (2013) in his 
research on environmentally friendly products found that the intention to buy products can be increased through 
the development of a positive attitude towards the product. While a positive attitude is enhanced through 
increasing stimulus that can increase knowledge about the product. 
 
4.2 Product Knowledge on the Intention of Informal Workers 
Product knowledge has a positive and significant effect on the intention of informal workers to become 
participants in the BPJS Ketenagakerjaan accepted. That is, the higher the level of knowledge of BPJS 
Ketenagakerjaan products by informal workers, the higher the intention of informal workers to become 
participants in the BPJS Ketenagakerjaan, and vice versa. The highest outer loading value of the product 
knowledge variable is indicated by the place indicator to obtain the product with a value of 0.880. This shows 
that the higher the level of knowledge about the place to obtain BPJS Ketenagakerjaan products will affect the 
intention of the informal workers to become higher participants in the BPJS Ketenagakerjaan. 
These results are in accordance with Li et al. (2002) which states that high knowledge about products will have a 
positive impact on purchase intention. Knowledge of consumer products will distinguish simple and complex 
information to determine purchase intentions. Lin and Chen (2006) in their study also found that product 
knowledge significantly affected consumer buying intentions. Haryanto (2013) in his research on 
environmentally friendly products found that the intention to buy products can be increased through the 
development of a positive attitude towards the product. While a positive attitude is enhanced through increasing 
stimulus that can increase knowledge about the product. 
 
4.3 Attitudes towards the Intention of Informal Workers 
Attitudes have a positive and significant effect on the intention of informal workers to become participants in the 
BPJS Ketenagakerjaan accepted. That is, the more positive the attitude of informal workers to BPJS 
Ketenagakerjaan, the higher the intention of informal workers to become participants in the BPJS 
Ketenagakerjaan, and vice versa. The highest outer loading value of the attitude variable is shown by the easy 
access indicator to obtain product information with a value of 0.866. This shows that the easier the access to 
obtain information on BPJS Ketenagakerjaan products, the higher the intention of informal workers to become 
participants in the BPJS Ketenagakerjaan. 
These results are in accordance with the results of the Coleman et al. (2011) about the intention to purchase 
environmentally friendly products, which states that attitude in the form of initiative and commitment influences 
intention in purchasing products and convenience for consumers is very important. Velasquez (2012) found that 
the accessibility of a product affects attitudes that influence purchase intention. The attitude of a consumer about 
the market is a significant extension of TRA. Haryanto (2013) in his research on environmentally friendly 
products found that the intention to buy products can be increased through the development of a positive attitude 
towards the product. 
 
4.4 Subjective Norms for Informal Workers 
Subjective norms have a positive and significant effect on the intention of informal workers to become 
participants in the BPJS Ketenagakerjaan accepted. That is, the higher the influence of the subjective norms of 
informal workers, the higher the intention of informal workers to become participants in the BPJS 
Ketenagakerjaan, and vice versa. The highest outer loading value from the subjective norm variable is indicated 
by the friend opinion indicator with a value of 0.901. This shows that the more friends who suggest becoming a 
BPJS Ketenagakerjaan participant, the higher the intention of informal workers to become participants in the 
BPJS Ketenagakerjaan. 
This result is in accordance with the results of Zhang (2007) 's research which states that intention in purchasing 
products is influenced by people in the environment around consumers such as families. Budiman and Wijaya 
(2014) stated that buying intention is influenced by high and low subjective norms, where consumers with low 
subjective norms have low buying intentions while high subjective norms have high buying intentions. The 
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influence of subjective norms can come from groups of people around consumers, both family and friends. Engle 
et al. (2010) in his research in 12 countries showed that all countries stated that subjective norms were predictors 
for determining purchase intentions. Consumers will learn a lot from the behavior of others including friends, 
friends, groups and families. They have the ability to influence through encouragement and support to consumers 
who think their opinions are important.    
 
5. Conclusions and Suggestions 
Product knowledge has a positive and significant effect on the attitude of informal workers to BPJS 
Ketenagakerjaan. Product knowledge has a positive and significant effect on the intention of informal workers to 
become participants in the BPJS Ketenagakerjaan. Attitudes have a positive and significant effect on the 
intention to become participants for informal workers. Subjective norms have a positive and significant effect on 
the intentions of informal workers to become participants in the BPJS Ketenagakerjaan. Product knowledge, 
attitudes and subjective norms have a positive and significant effect on the intention to become participants. 
The surrounding environment such as friends, family, and groups influence the intentions of informal workers to 
become participants in the BPJS Ketenagakerjaan. This influence is greater than the expression of consumer 
feelings to provide a consistent response about an object to act on product offerings made by BPJS 
Ketenagakerjaan. Subjective norms are more likely to influence consumer buying intentions because consumers 
tend to follow trends. Therefore it is necessary to increase the promotion of BPJS Ketenagakerjaan so that it 
becomes a trend in the community. 
BPJS Ketenagakerjaan must be able to make an effort to improve product knowledge that makes prospective 
participants consider it important to become a participant in the BPJS Ketenagakerjaan. This can be done by 
socializing the benefits of the program and the very cheap fees and mutual cooperation principles applied by the 
BPJS Ketenagakerjaan so that participants who pay the minimum contribution can get the same benefits as 
participants who pay more contributions. 
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